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Abstract 
The aim of article is to present the relationship between the use by the company specific method of acquiring knowledge from the 
outside, which is co-operation with customers and its innovative capacity. These relations will be shown with regard to the 
variables mediating and regulating called moderators and mediators. As the main thesis of the article is assumed that the 
customer relationships are an effective tool to promote innovation for a company - to increase its capacity for innovation, but 
their prevalence and intensity depend on contextual variables: company size, industry and market it operates. In the empirical 
part of the article will present the results of research conducted among enterprises of the Region of Malopolska. They showed 
that businesses are aware of the fact that customers are an important source of knowledge in the innovation process. 
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1. Introduction 
Until now companies developed and financed new ideas and inventions by themselves, and maintain full control 
over the process of innovative treated as a prerequisite for success in this field. However, at present, in a world 
where the only constant in business is constant change everything (Brown & Eisenhardt, 1998, p 1) the model ceases 
to have checked and it is increasingly difficult to lead innovation alone. In a global, networked society, knowledge is 
widely disseminated, and companies lose their monopoly on the creation of new ideas. In this situation, the basis of 
success is the use of external sources of knowledge that can contribute to the development of breakthrough 
technologies corresponding to the common problems of business, effectively meeting the needs of consumers and 
finally - real, lasting social change. 
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To do this the company must become proactive and at the same time effectively use new sources of knowledge, 
both internal and external executing the same process of continuous learning from other. The process of learning and 
adaptation of knowledge at the enterprise level is most fully realized when it comes to questioning and remodel 
strategies and specific processes, including innovation process-in the direction of the process requires the 
interactivity of many actors / participants (from different areas of activity). It should be emphasized that innovative 
products or processes created by collecting and transforming knowledge (Roper, Du & Love, 2008, p 54). The 
modern approach to innovation, according to the idea called. open innovation (Chesbrough, 2003), companies 
should equally use both internal and external ideas (knowledge) and how to commercialization. Natural external 
partners in open innovation model becomes: customers, competitors, suppliers, research institutions and universities 
(Buganza, Verganti, 2009). Each organization continuously interacts with its stakeholders, because it is they who 
determine its function. It must therefore focus on identifying stakeholder groups and to understand their needs and 
expectations. In a market economy the most important group of stakeholders are the customers. Participation of 
customers in the innovation process carried out by the company is particularly important primarily for one reason: 
customers using the products and services gather knowledge that can be invaluable to the company. New ideas and 
concepts may relate to the development of products, processes, marketing activities, organizational structures, or a 
combination of these elements. The key role of the consumer / client realized by the enterprise innovation process is 
particularly accentuated in demand-approach to innovation, which assumes that the user is an innovator and should 
be involved in the innovation process (talking about the concept of mass customization (Kleemann, Voss & Rieder, 
2008) , customer Relationship Management and User-Driven Innovation (Nordic Counsul of Ministers, 2006). Main 
emphasis is on the use of ready-made ideas or solutions proposed by the customers. Moreover, the company can 
initiate actions that will lead to the identification of needs of customers. should be emphasized that proper 
identification of the needs of particularly demanding or not to end usatysfakcjonowanego customer is crucial in the 
process of creating innovation. thus innovation may be determined not only knowledge about customers, but 
primarily through the use of knowledge possessed by customers. in this way the client can be a creator, and even co-
producer of a product or service. 
Referring to the customer requirements that define the area and determine the direction of innovative activity 
organization, you can replace (Martin, 2010): 
• speed of service,  
• the quality of products or services,  
• attractive price,  
• simple trading system. 
Also important are the expectations of the organization to customers. Selected, the most important of them are 
(Wysokińska-Senkus, 2013): 
• revenue and profit,  
• an increase in sales,  
• opinion of consumers,  
• the trust of customers. 
Specified directory needs (objectives) of the company should be complemented by the most important, ie the 
introduction of new products, as a result of the innovative activity of the organization. Therefore, it can be 
concluded that innovation has now become a basic premise to build lasting relationships with customers. Customers 
are offered a maximum matching their needs, and so these values are expected and which together formed. 
Enterprises receive while new tool in the fight competitive constraints arise because the company is a risk that the 
innovation does not find a buyer and will not succeed in the market. It should be emphasized that the orientation is 
based on the customer's emotions. Innovative products can make your customers a lot of positive feelings. The more 
you offer the business is the recipient of a positive experience, the deeper emotional relationship created between 
him and the client. The resulting compounds are a component of the relational capital only when it is formed on the 
basis of mutual trust, respect and understanding. 
Quality customer relationships concluded under implemented by the company in the innovation process is 
dependent on the quality obtained in this way information and knowledge. Therefore, companies are increasingly 
adopting customer relationship management CRM. The idea of relationship marketing and Customer Relationship 
Management system (CRM) is to build long-term relationships with the environment, in particular with customers, 
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in order to increase the profitability of the company, as well as cost reduction. Relationships with customers (more 
CRM) are an effective tool for gathering information for the innovation process, both at the stage of invention 
innovation (increase the innovative capacity of the organization), and at the stage of diffusion of innovation 
(innovative activity). The condition for the effectiveness of personalized marketing include: close contact with the 
customer, control, and continuous analysis of their course, as well as information technology and databases. 
The aim of the article is to present the relationship between the use by the company specific method of acquiring 
knowledge from the outside, which is co-operation with customers and its innovative capacity. These relations will 
be shown with regard to the variables governing the so-called. moderators. Moderation occurs when the effect of the 
independent variable (X) on the dependent variable (Y) differs depending on the level of a third variable (Z), called 
the adjusting variable (variable moderating, moderator), which interacts with the independent variable (Baron 
Kenny, 1986). Moderator affects the direction and / or strength of the relationship between innovation organizations, 
and selected its determinants, sets out the conditions under which the independent variables (resources) affect the 
dependent variable (level of innovation in the organization). In other words, the moderator decides on the increase, 
no change or a decrease in the value taken by the dependent variable (Pichlak, 2012). 
As the main thesis of the article is assumed that the customer relationships are an effective tool to promote 
innovation company - to increase its capacity for innovation, but their prevalence and intensity depend on contextual 
variables: company size, industry and market it operates. To realization was possible to assume that the innovation 
process (invention and diffusion of innovation) implemented by the company depends on its ability to innovate. The 
ability of firms to innovation (innovative capacity) refers to the ability of the no significant modifications and 
improvements to existing technologies and create new (Furman, Porter & Stern, 2002; Romjin & Albaladejo, 2000; 
INSEAD, 2007), is also seen as the basis for creating value of innovation (Hurmelinna-Laukkanen, Sainio & 
Jauhiainen 2008). Modelling strategic management for the development of competitive advantage of firms and 
organizations in different sectors may employ new technologies and social media in their marketing strategies since 
they have not been employed to a full degree yet (Vlachvei and Notta, 2014; Chatzithomas et al., 2014; Stavrianea 
and Kavoura, 2014; Yasa Özeltürkay and Mucan, 2014; Kiráľová, and Malachovský, 2014; Sakas, Vlachos and 
Nasiopoulos, 2014; Kavoura and Stavrianea, 2014; Amaral, Tiago and Tiago, 2014); the creation of networks and 
synergies may also enhance firms’, companies’and organizations’communication (Kavoura, 2014). Implementing 
new software systems or applications in organizations can be a difficult task; nonetheless, efforts are worthwhile for 
branding (Stalidis and Karapistolis, 2014; Greve, 2014; Schmidt and Baumgarth, 2014). 
The basis for determining the ability of innovative companies is its potential for innovation, understood as a set 
of socio-economic, shaped in the development of the company, constituting the basis for its innovative activity. In 
particular, these are the resources, processes, structure, factors inherent in the company. The innovative potential is 
also determined by the environment sector, mainly the market, so the company with customers, competitors, 
suppliers and cooperators (including in particular the relations that a company with its key stakeholders), because 
innovation especially “hatch” on contact with the market.’ 
The innovative potential of the components that are constantly used effectively for the creation of commercial 
innovations are the ability to innovate enterprises (Koziol, Wojtowicz, Karas, 2014). 
The ability of this in a special way shape determinants (Koziol, Wojtowicz, Karas, 2014): 
• managerial skills and labor to innovation, especially knowledge from experience;  
• used modern infrastructure and systems, especially IT technology;  
• the level of cooperation in knowledge management, in particular the level of relational activity with stakeholders 
(customers, suppliers, etc.);  
• the organization of work and management;  
• securing the knowledge arising within the company (stop value of innovation). 
Issues presented in the introduction are the basis for further analyzes presented in the article, and in particular the 
results of the survey conducted among companies Malopolska Region and Tarnow. 
 
2. Research results 
 
The study included 316 business entities in 2010-2012 period. Among the respondents had had the SME sector - 
79%, followed by very large companies - 14% and a high of 7%. Nearly 40% of respondents limited their activities 
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to the analyzed region, 33% work in the domestic market and 29% for international. Half of the services, the rest is 
engaged in the trading and manufacturing. 
The study was conducted by questionnaire. The questionnaire included in most multiple-choice questions, and 
consisted of two parts. The first of them were questions concerning the characteristics of the business, while the 
second concerned the evaluation of resources and innovation, organization and evaluation of its sectoral 
environment. According to the idea of the concept of "open innovation" approach of demand and companies should 
seek knowledge useful in innovation with its customers. For 59% of the surveyed companies, customers are the 
primary source of information for innovation, then competitors (52%). Very low but has been rated R & D centers 
and universities, which indicated 14% and 10% of respondents (Figure 1). 
 
 
Fig.1. Sources of knowledge for companies in the innovation process. Source: (Koziol, Pyrek, Koziol & Wojtowicz,). 
Analysis of sources of knowledge in the innovation process for the surveyed enterprises also allows you to 
identify the processes and mechanisms for the provision and development of innovation, because it points to the 
leading role of the human factor in the creation of innovation (here include customers and other market participants). 
In this context, the focus on relationships with customers is especially important for small and medium-sized 
enterprises, which have limited financial capacity (including, in the area of conducting research) in terms of 
identifying new and costly innovative solutions.  
Based on the analysis of test results for the participation of customers in the innovation process carried out by the 
company identified two categories of companies: • A - companies in which customers are involved in the innovation 
process (278 companies out of 316 respondents, 88%), • B - the company, where customers do not participate in the 
innovation process (38 companies out of 316 respondents, 12%). 
 
 
Fig. 2. Relationships with clients and their participation in the innovation process. Source: Own research 
As shown in the Figure 2, the vast majority of the surveyed companies used the demand approach in its 
operations and implements innovative open innovation process. Assessing the effectiveness of implemented in this 
way the innovation process can be seen that it is higher in the case of group A - 57% of them declare that they have 
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introduced new products / services. In the case of group B is 47% of subjects. In contrast, products / services 
modified with the participation of clients introduced 69% of group A and 26% of group B. Relationships with 
customers are the primary source of competitive advantage in the market for 70% of the companies in group A and 
50% of the companies in the group B. As the above shows, the share of customers in the innovation process 
significantly affects the ability of innovative companies, increasing the effectiveness of implemented innovation 
process. Organizations small and large have specific advantages in terms of creation and diffusion of innovation. 
Arguments supporting the notion of superiority of innovative small and medium-sized organizations are, as a rule, 
the nature of the behavioral, while large organizations gain an advantage based on innovative factors of a material 
(Kuemmerle, 2006). Taking into account the contextual variable size of the company, it can be seen that the largest 
group of companies in the Group A of the companies are small - 47%, then the average - 32%, and large - 21%. 
Structure of the companies in the group B is as follows: 53% are small enterprises, 37% of large enterprises and 26% 
of medium-sized companies. On this basis it can be concluded that the most actively collaborate with clients are 
small. 
Table 1 shows the effect of the relationship with customers innovative capacity of the company through the 
prism of its size.  
Table 1 Relations with customers and their participation in the innovation process by size of enterprise 
 
Specification  
 
 
 
 
 
 
 
 
Size enterprises by number of employees 
small 
<50 
medium 
51 – 250 
large 
251< 
A B A B A B 
 
132 
(100%) 
20 
(100%) 
88 
(100%) 
10 
(100%) 
58  
(100%) 
8  
(100%) 
Relationships with customers as the most 
important source of competitive advantage in the 
market  
101 
(76%) 
12 
(60%) 
59 
(67%) 
3   
(30%) 
 34 
(59%) 
4 
(50%) 
Introduction of new products / services 77  
(58%) 
12 
(60%) 
51 
(58%) 
3   
(30%) 
31 
(53%) 
3   
(37%) 
The introduction of modified products / services 87  
(66%) 
5   
(25%) 
60 
(68%) 
3   
(30%) 
45 
(78%) 
2 
(25%) 
 
As the analysis of the data in Table 1, regardless of whether the company belongs to group A or B, then the vast 
majority of small businesses declare that relationships with customers are the primary source of their competitive 
advantage (A - 76%, B - 60% ). Among medium-sized entities declared that 67% of companies in group A and 30% 
in group B, while in the group of large enterprises indicate amounted to 59% in group A and 50% in B. The 
effectiveness of the innovation process is conducted jointly with clients assessed by introducing a new product / 
services in the case of group A, regardless of size, is at a comparable level of 58% - 53%. Among the companies in 
the group B the highest efficiency achieved by small enterprises - 60%. In contrast, the introduction of products / 
services among enterprises GM group A can be observed regularity that the efficiency of the innovation process 
increases with the company. In the largest range of products / services introduced a modified large enterprises - 78%, 
then the average - 68% and 66% small. We conclude that the greatest range of cooperation with the customers had a 
positive impact on the innovative capacity of small enterprises. Another variable moderating influence on co-
operation with our customers innovative capacity of the company is a market in which the company operates 
regional, domestic and international. Among the companies that work with clients under the implemented innovation 
process (group A) 36% active at the regional, domestic and international respectively 32%. In turn, companies are 
not conducting cooperation with customers as part of their innovation process (group B), in the vast majority of work 
on the regional market - 50%, then 34% of them work in the domestic market and only 16% in the international 
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market. On the basis of the data it can be concluded that the mutually beneficial relationships with customers as part 
of the innovation process are an important factor in increasing the range of activities on the market. 
Table 2. Relationships with clients and their participation in the innovation process according to market 
Specification  
The range of activity of enterprises by market 
regional national international 
A B A B A B 
 
100 
(100%) 
19 
(100%) 
89 
(100%) 
13 
(100%) 
89 
(100%) 
6  
(100%) 
 
Relationships with customers as the most 
important source of competitive advantage in 
the market  
69  
(69%) 
9   
(47%) 
65 
(73%) 
7   
(54%) 
60 
(67%) 
3   
(50%) 
Introduction of new products / services  
 
46  
(46%) 
9   
(47%) 
53 
(59%) 
7    
(54%) 
60 
(67%) 
2   
(33%) 
The introduction of modified products / 
services 
60  
(60%) 
7  
(37%) 
65   
(73%) 
2     
(15%) 
67    
(75%) 
1     
(17%) 
 
From the analysis of the collected data in Table 2 shows that among companies of Group A with increasing 
coverage in the business increases the efficiency of the innovation process, for both the products / services new and 
modified. Relationships with customers are a major source of competitive advantage in group A for the companies 
operating in the domestic market - 73%, and regional - 69%. In the international market relationships are important 
in gaining a competitive advantage for 67% of the companies. In the case of group B customer relationships are the 
key to gaining a competitive advantage in the domestic market - 54%. In the international market are important for 
every other company. The last variable under consideration moderating effect on the relationship with customers 
innovative capacity of the company is the industry in which it operates: manufacturing, services and trade. In the 
group of companies A - interacting with customers in innovation 48% services, 30% work in manufacturing, and 
22% engaged in the trade. In turn, among the companies that implement the innovation process without the 
participation of customers, most - 61% work in the service industry, 21% of trades and 18% of production. 
Table 3. Relationships with clients and their participation in the innovation process by industry 
Specification Trade 
production services commerce 
A B A B A B 
84 
(100%) 
7 
(100%) 
132 
(100%) 
23 
(100%) 
62 
(100%) 
8 
(100%) 
Relationships with customers as the most important 
source of competitive advantage in the market  
54 
(64%) 
2  
(29%) 
91  
(69%) 
11 
(48%) 
49 
(79%) 
6  
(75%) 
Introduction of new products / services  
 
 
53 
(63%) 
4  
(57%) 
66  
(50%) 
9  
(39%) 
40 
(64%) 
5  
(62%) 
The introduction of modified products / services  67 
(80%) 
3  
(43%) 
83  
(63%) 
6  
(26%) 
42 
(68%) 
1  
(12%) 
 
As is clear from the data presented in Table 3 customer relationships are a major source of competitive advantage 
for traders - 79% in group A and 75% of group B. What is surprising, though the second leading industry in which 
customer relationships are the most important a source of competitive advantage services (group a - 69% and in the 
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group B - 48%), the efficiency of the process implemented in an innovative in group A is the smallest. New products 
/ services introduced in the industry 50% of the companies belonging to the group A and 39% of group B. In the case 
of products / services introduced modified them 63% of service companies of group A and 26% of group B. 
Of the companies in the group A in the largest field of introducing new products / services commercial 
enterprises 64% and production - 63%. In group B, most new products / services introduced commercial enterprises - 
62%. In a slightly different way shaped the effectiveness of the innovation process for products / services modified. 
Among the companies in the group A is dominated by manufacturing enterprises 80%, followed by commercial 
68%, while in group B production company - 43%. Least of products / services modified in group B have introduced 
commercial enterprises - 12%. We conclude that the greatest industry moderates the impact of relationships with 
customers innovative capacity of business enterprises. 
 
3. Summary and conclusions 
 
As is clear from the study and presented the results of the company Malopolska Region and Tarnow are aware 
that relationships with clients are important and represent an important source of knowledge is not implemented by 
the innovation process. The analysis of sources of knowledge realized by the surveyed companies the innovation 
process indicates the leading role of the human factor in the creation of innovation (here include customers and other 
market participants). Based on the studies the following conclusions and indications:  
• The vast majority of the surveyed companies used the demand approach in its operations and implements 
innovative open innovation process.  
• Use appropriate methods of management, marketing, IT (eg CRM User - Driven Innovation, databases) 
stimulates the process of obtaining information from the client.  
• The basis of effective bilateral cooperation with our customers is the trust that should be stimulated by the 
company through continuous gathering of information and knowledge about yet unmet customer needs and take 
action by not having these needs in the near future to meet. 
• Identified two categories of companies: A - companies that create innovation together with our customers, and B 
- the company, where customers do not participate in the innovation process. Enterprises Category A prevalent 
among respondents.  
• What important companies benefiting from the knowledge of customers in realized their innovation process are 
characterized by high efficiency in the implementation of new and modified products / services.  
• Taking into account the contextual variable that is the size of the company, it can be seen that the largest group of 
companies in the Group A of the companies are SMEs.  
• In this context, it can be concluded that the orientation of the relationship with customers is especially important 
for small and medium-sized enterprises, which have limited financial capacity (including, in the area of 
conducting research) in terms of identifying new and costly innovative solutions. 
• Analyzing, in turn, impact the market as a moderating variable may be noted that among the companies in the 
Group A with increasing coverage in the business increases the efficiency of the innovation process involving the 
formation of both products / services new and modified.  
• In the context of a contextual variable that is the industry in which the company operates, it can be seen that the 
greatest relationships with clients are important in creating the innovative capacity of enterprises engaging in the 
trade.  
• Inclusion in the analysis of test results so. contextual variables (moderators) allowed for a fuller recognition of 
the impact of relationships with customers on the innovative capacity of the surveyed companies.  
• Innovation, especially product innovations are a response to customer demand, as well as the essential 
prerequisite for increasing the competitiveness of the company. It should therefore pursue cooperation with 
customers on a continuous basis, and its aim should be to provide customers with more and more value achieved 
also through innovation. 
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